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Abstract 
Even if social entrepreneurship is a young term in social science and still lacks a consistent theory to define it, being seen as 
“a large tent” (Martin et al., 2007) for all kind of activities, the social phenomenon of social entrepreneurship is becoming 
wider and stronger as ever before. The same is happening with social media and social networking.  
Although social entrepreneurship and social networking, in terms of theory, have nothing in common, social entrepreneurship 
can strongly benefit from a wise use of social media and social network and networking. 
This article is a case study about how a Rotary club from Romania succeeded to generate trust through social media and social 
networking in order to reach its social entrepreneurship objective: changing perspective about education into the local 
community.  
The Rotary organization, established in 1905, is well known in world as the largest philanthropic organization, being involved 
in huge projects like eradication of polio, water supply or education. Even if Rotary members are mainly leaders from 
communities, including business leaders and entrepreneurs in a vast percentage, acting as a social entrepreneurship 
organization is also something new for Rotary.  
While the project was addressing a large community, the challenge was, first to,  increase the social capital of the club, in 
order to act lately as a lubricant and generate low transactional cost (Fukuyama, 1996). 
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1. Introduction 
Rotary International is well known as the largest philanthropic organization in the world, being involved in 
projects that can vary from local to international. In Romania, Rotary has a history that starts in 1929 and 
continues today, with a brutal interruption during communism (1947 to 1992). As all-over the world, in Romania 
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the Rotary clubs are focusing on solving different kind of local and/or national problems such as water supply or 
providing supplies for hospitals up to larger projects, as a national first-aid education campaign to prevent death 
from car accident. 
 The Rotary club whose activities I have observed and analysed for several years is a medium-sized club in the 
very centre of Romania.  The members of the club decided to involve in a educational project that was supposed 
to reward a whole class of pupils in the sixth grade every year, selected by a number of criteria, by sending all of 
them for two weeks into an educational camp in Germany. This reward, of course, meant for the club to raise an 
important amount of money every year so they invented a public event: The Crazy Race.   
 “The Crazy Race” implies that participants will compete on a down-hill race by using funny vehicles they’ve 
build and is organized in such a way that everyone is free to participate in exchange for a symbolic fee. This kind 
of competition attracts spectators, which means it creates a good environment for advertising.  
 
2. Good image, open minds (and pockets)  
 
In order to reach any kind of objective that includes spending money, either you’re a company or a 
philanthropic organization (as, in our case, Rotary International) you need to get/raise that money. In order to 
raise any amount of money you need to have a good story (“way are you doing this for?”), access to the money 
sources (in this case: the donors) and beneficiate from a great amount of trust.  But why all of this and how do 
these three elements work together to generate funds?  
Sociologists and economists are all recognising the dependency between social capital and wealth (Grootaert, 
1998, Putnam, 193, Robinson, 1999, Zak and Knack, 2001) which means that the bigger the social capital, the 
bigger the chances to have access to bigger funds.  Studies about social capital, respectively social network as 
part of social capital, have been developed since the beginning of the 19th century, if we think of Comte or 
Durkheim, but it is Moreno (Moreno, 1934) who pin-pointed a way of making this abstract tangible. 
Developing and successfully using the social network means to rationalise (Parsons, 1951) the necessity of 
networking (Blau, 1972). Social networks (that are generating trust – as in social capital) are working as a 
economic lubricant generating lower transactional costs, new ways of collaborating and business opportunities – 
prosperity, in general (Fukuyama, 1996), but it needs a sustainable effort in order to “establish or reproducing 
social networks that are going to be used on long term” (Bourdieu, 1985). The same rule of the “weak ties” that 
Granovetter (Granovetter, 1973) developed to explain how the way people find a job applies to organizations 
when it comes to raise funds for their activities, perform better, solve a task faster, find volunteers to involve and 
so on.  
Rotary International may be the biggest philanthropic organization in the world, but if it wants to reach its 
goals, it needs to go out of its close network and spread its message. All the Rotary Clubs have a clear example of 
how to do this (spread the message) from the Rotary International “world’s biggest commercial campaign” (a 
campaign meant to send the message about Stop Polio Campaign).  
The explanation of the success of this campaign stays in the power of the network system (Uzzi and Dunlap, 
2005). Networks seem to deliver three unique advantages: private information, access to diverse skill sets and 
power.  When taking a decision we are using two different type of information: public and private. As public 
information is at a click away from everyone – meaning that it is easily available from various sources – it gives, 
precisely because of its easiness to get character, significantly less competitive advantages in today’s 
“battlefields” than the private information.  
Private information is, in the same time, more subjective than the public information because it is not verified, 
validated by an independent party.  This means that the value of private information is in close connection with 
the amount of trust existing in the network of relationship. (Uzzi and Dunlap, 2005) Trust allows partners to 
concentrate on getting tasks done because it acts as a “screening-off device in relation to the risk and dangers in 
the surrounding settings of action and interaction”, a sort of “protective cocoon”. (Giddens, 1991) Trust is not in 
the information itself or in the technology that delivers it, but it is in the individual who is delivering it. 
(Fukuyama, 1996, Sztompka, 1999) 
666   Romulus Oprica /  Procedia - Social and Behavioral Sciences  92 ( 2013 )  664 – 667 
Networks give access to the other connections set of skills. Success is close to be granted to those having the 
ability to transcend this limitation through others. This advantage offered by a network is in fact an exceptionally 
valuable resource.  Power is a huge advantage offered by a correctly developed network. A strongly clustered 
network is less valuable than a network made up of a wide range of clusters, due the strong relation between the 
individuals (Ilut, 1997). When an individual is linked in a limited manner or, extremely, to only one cluster, 
he/she is in fact into a “family network” in Granovetter perspective.  
According to the “Six Degree of Separation” principle (Milgram, 1967) everyone’s contacts are as valuable as 
they can help him/her to reach an individual outside his/her network with as fewer steps possible. So, the wider 
the network, the easier is to rich a bigger amount of people in fewer steps.   
Rotary tried, and succeeded to use its network like leverage: it uses one/more connection(s) from inside the 
network to get individuals from outside the network to hear their message, to get support and resources from 
another part of the network. This involves a big amount of generating trust and a great capacity of crossing 
through a big number of clustered networks (Blau, 1972, Grootaert, 1998, Putnam, 1993, Zak, 2001). 
 Researchers have recently underlined the importance of Internet-based linkages for the formation of weak ties 
(Granovetter, 1973), which serve as the foundation of bridging social capital (Putnam, 1993). Online 
relationships are supported by technologies like distribution lists, photo directories, and search capabilities 
(Vieweg, 2008), so new forms of social capital and relationship building will occur in online social network sites.  
Studies are suggesting that the development of social capital into the online environment mainly benefits those 
already privileged (Zinnbauer 2007), which may be the case of Facebook – the bigger social capital one has, the 
bigger the chances to have more friends and fans.   
As the connection between social capital/networking and wealth is no longer questioned, this case study will 
try to answer another key question: how to raise wealth through the social capital?  
 Rotary International decided to initiate a huge viral campaign over the internet in order to reach as many people 
as possible for the only goal of raising funds for the End Polio Project.    
 The main chosen channel was the Facebook network, as the biggest worldwide online social network. As it can 
be easily seen in the statistics of the United States of America,  Facebook has a vast majority (round 80%) of its 
members aged 18 to 54 – exactly the “active” members of a society.  
  Bridging and linking social capital can eliminate poorness from communities (Szreter & Woolcook 2004), 
being strong social empowerment instruments (Woolcook 2001). By using Facebook’s friends of friends 
networks the “world’s biggest commercial” is generating bridging and linking connections (Woolcook 1998), 
which can provide access to wide informational support (Granovetter 1982). 
 The campaign started on Facebook was named “This Close” and is meant to show people around the world that 
the humanity is extremely close to eradicate for good one of the most terrifying  disease: polio. One special 
application was created for Facebook so the users, fans of Rotary International Facebook page, could take and 
upload a picture with them self indicating a “space” between the left hand thumb and the index finger, picture 
that was further used to apply the message “We are this close to end polio” – with “this close” text being shown 
into that “space” between the left hand thumb and the index finger. That picture, with the Rotary International 
sign on it, could have been send later to friends on Facebook to promote the message.    
 Intuitively or not, Rotary International somehow knew the Zinnbauer law about the benefits of those already 
privileged (2007) so they assured themselves to have as many “privileged” supporters with them; thus, they 
convinced to join the campaign “brand ambassadors” like, beside many others, Her Majesty Queen Noor of 
Jordan, Jackie Chan, Ziggy Marley, Bill Gates or, the most rated star of the moment: Psy.  
As trust is not in the information itself nor into the technology that delivers it, but in the individual who is 
delivering it (Fukuyama, 1996, Sztompka, 1999) those public figures come to offer trust and add value to the 
network of relationship that Rotary build online. (Uzzi and Dunlap, 2005) 
By gathering around them highly known “brand ambassadors”, Rotary managed - by “likes” and “shares” they 
received online - to reach millions of other people, which is, potentially, a huge financial success for the project. 
The lesson was rapidly spread through the Rotary network to all the Rotarians around the world, so the members 
of Rotary club we are analysing here got the info and acted into the same direction: be open, generate trust so 
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people (donors) will be more likely to support you. They start to use Facebook as a tool to communicate and 
gather more fans.  
 They bring around them high impact media and get positive feedback from them and, even more important, got 
positive communication from them.  
 
3. Conclusions 
 
 The result of the “Crazy Race” event, since 2007, was more than 100 students in 6th and 7th grade sent to 
Germany, more than 10.000 kids involved in the competition, more than 1.000 favourable press reviews and 
more than 20.000 euro funds raised – everything because they multiply the good-practice of the “world’s biggest 
commercial”.  “The world’s biggest commercial” is a masterpiece of getting trust and power through the internet 
social networks (Uzzi and Dunlap, 2005) by communicating “viral” and motivating people to involve and using 
the resources of each member in a way that created the most privileged campaign (Zinnbauer, 2007).  
Succeeding to create strong connections into the local community and keeping good and functional relations 
with the donors is the real key in reaching club’s objectives and generate prosperity. (Fukuyama, 1996) 
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